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F & D Policy on Food 
Additives 


The Food and Drug Administration 
December 31 announced its policy on 
extensions of time for compliance by 
food and chemical manufacturers with 
the requirements of the Food Additives 
Amendment. 

FDA said that although there are 
many chemicals commonly used in 
foods which are generally recognized 
as safe, there are numerous others for 
which safe tolerances must be estab- 
lished by regulation. The agency said 
it is not possible at this time to deter- 
mine whether tolerances will be estab- 
lished for them before the Food Addi- 
tives Amendment will become fully ef- 
fective. Manufacturers, distributors, 
users, and food law enforcement offi- 
cials need to know the status of these 
additives under the amendment prior 
to March 6, 1960, so that they will 
know whether they may be employed 
after that date. 

FDA pointed out that all food addi- 
tives must be cleared for use before 
the March 6 date unless an extension 
is granted. Use of a food additive 
without a formal authorizing regula- 
tion or an extension of time after 
March 6, 1960, will cause the food con- 
taining it to be adulterated and illegal 
for shipment, the agency added. 

According to the law, this date may 
be extended on a_ product-by-product 
basis for a time not to exceed 12 
months “on the basis of a finding that 
such extension involves no undue risk 
to the public health and that condi- 
tions exist which necessitate the pre- 


mals at any dosage level. Nor will they 
be granted if such tests show alarming 
symptoms other than cancer in any dos- 
age, unless experimental data show a 
level of feeding to test animals that is 
safe to the animal and provides a satis- 
factory margin of safety for the levels 
in the human diet. 

Requests and supporting data for 
time extensions should be filed with 
the Commissioner 9f Food and Drugs 
by February 1, 1960, FDA said. This 
will permit the agency to act on the re- 
quests and publish its decisions in the 
Federal Register before the law takes 
effect. Manufacturers, distributors, us- 
ers, and food law enforcement officials 
will thus be informed as to the spe- 
cific food additives that may legally be 
used. 

Each request for an extension should 
be addressed to the Commissioner of 
Food and Drugs, and should give: 

(1) The name and chemical compo- 
sition of the food additive for which 
extension is requested. 

(2) A statement of the uses of the 
food additive for which extension is 
requested and evidence that these uses 
were recognized prior to January |, 
1958. 

(3) Information about the physical 
or technical effect. produced by the 
additive, and the quantity needed to 
produce such effect. 

(4) Information about the quantity 
of the additive expected in or to be 
added to the food. 


CHISHOLM-RYDER TO SUB- 
CONTRACT MANUFACTURING 

Manufacturing operations at the Ni- 
agara Falls plant of the Chisholm- 
Ryder Company, Inc., came to an end 
on December 23, 1959. At that time 
the company pledged to its customers 
that the production of CRCO process- 
ing and harvesting machinery will con-. 
tinue without interruption through 
sub-contracting with reputable and re- 
liable concerns throughout the coun- 
try. Administration, research, engineer- 
ing, sales, and warehousing will con- 
tinue at Niagara Falls, with the empha- 
sis on research and engineering devel- 
opment, of new machines and im- 
provement of present ones. 

In making the change-over the com- 
pany has pledged that the same high 
degree of quality and workmanship as 
in the past will be maintained and im- 
proved. Machines and repair parts 
will be available without delay or in- 
terruption. 

Key plant supervisory personnel is 
being retained and formed into an in- 
spection and expediting crew to main- 
tain close liaison and quality controi 
with sub-contractors. - Benefits of the 
new arrangement to the company and 
to customers, were listed as follows: 
1 — Lower costs and resultant lower 
selling prices. 2— Better deliveries. 
Manufacturing will be spread over a 
variety of sub-contractors and by geo- 
graphical locations. 3— Less suscepti- 
bility to material and labor shortages. 
4 — Greater ability to concentrate on 
engineering and development, unham- 
pered by production problems. The 
Niagara Falls plant now becomes an 
experimental development laboratroy. 


° 
Hungerford Packing Company, Hun- 
gerford, Pennsylvania, is revamping its 


i scribing of such an additional period.” 6) Available information which in- entire bean line for ultimate efficiency 
| Extensions may be granted only for dicates that these amounts of the addi- and utilization. When completed it is 
) uses of a food additive that was in use tive in food will not jeopardize the expected to be the most modern bean 
prior to January 1, 1958. public health. line in usage. The company will be 


Extensions will not be granted for a 
food additive if appropriate tests show 
the production of cancer in test ani- 


(6) A statement of the reason(s) why 
a tolerance has not previously been re- 


quested. 


able to offer a full line of can sizes and 
sieve sizes in whole, cuts, and French 
style beans. a 
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Young Guard Tickets—Herb Shek, 
secretary of the Young Guard Society, 
reports that he is able to care for a 
number of tickets for the Young Guard 
Annual Banquet and Entertainment 
to be held at the Club Siam, Carillon 
Hotel, in Miami Beach, on Tuesday 
evening, January 19. Mr. Shek may be 
reached prior to January 14 at H. S. 
Crocker & Company, Inc., Federal 
Land Bank Building, 24th and St. Paul 
Streets, Baltimore 18, Maryland. At the 
Convention he will headquarter at the 
Bal Harbour. Tickets for members are 
$12 each and for guests $15. 


New York Canners & Freezers Asso- 
ciation sponsored Christmas Party, 
held at the Triton Party House in 
Rochester on December 22, was at- 
tended by 73 processors from all parts 
of the State. All of those in attendance 
were well pleased with the excellent 
meal and other arrangements of the 
party. 


Oconomowoc Canning Company will 
headquarter at the Americana Hotel 
for the Canners Convention, occupy- 
ing Suite 621-22-23, arriving on the 
‘afternoon of January 15. 


Lord Mott Company, Baltimore 
vegetable canners, will headquarter at 
the Hotel Beau Rivage in Miami for 
the Canners Convention and will be 
represented by David S. Johnson, presi- 
dent, and Vernon J. Rictor, plant 
manager. 


Hungerford Packing Company (Hun- 
gerford, Pa.) will be represented at 
the Canners Convention at Miami 
Beach by William A. Free, Sr., William 
A. Free, Jr., Robert K. Free, Seymour 
Beere, and G. Edward Thumser, who 
will headquarter in Room 630 in the 
Americana Hotel January 16 to 20. 


Heekin Can Company—F. J. Nolan, 
sales manager, packers cans, has an- 
nounced that Jack Heekin and Nor- 
man Spain will take over the Indiana 
territory for packers can sales, which 
was formerly covered by Roy A. Bar- 
ton, who has retired. 


Crown Cork & Seal Company has 
named Zane B. Laycock, division man- 
ager of sales for the Machinery Divi- 
sion, where he will be responsible for 
all functions of the sales and service 
departments of the division, with head- 
quarters in Baltimore. 


American Can Company Directors 
on December 30 declared a 50¢ divi- 
dend on the common stock payable 
February 15 to stockholders of record 
January 22. 


Wayne County Produce Company 
plant and equipment at Marion, New 
York, will be offered at auction on the 
premises at 34 Mills Street, beginning 
at 1] A. M. on January 12. The auc- 
tion will include real estate, a com- 
pletely modern and fully automatic 
cider and vinegar bottling line, boilers, 
machinery, and other equipment. 


Silver Skillet Food Products Com- 
pany, Skokie, Illinois, has purchased 
M & C Foods, Inc., manufacturers of 
ravioli and other Italian specialties, 
which will be operated as a division of 
the parent company, maintaining its 
own sales organization. Silver Skillet 
expects that the purchase will increase 
the company’s sales some 50 percent in 
1960. Newspaper advertising and radio 
will be used in promotion. 


Dr. Roy M. Kottman will be the new 
Dean of the College of Agriculture at 
Ohio State University, and Director of 
the Ohio Agricultural Experiment Sta- 
tion beginning June 1. He replaces L. 
L. Rummell, who has headed the col- 
lege and experiment station for the 
past 12 years. ‘T. Scott Sutton has been 
appointed Acting Dean until June | 
with W. E. Krauss, Acting Director 
of the Experiment Station until that 
time. The new Dean is a graduate of 
Iowa State College and comes to Ohio 
from West Virginia University, where 
he has been Dean of the College of 
Agriculture, Forestry and Home Eco- 
nomics since July 1, 1958. 


New Delhi Fair Exhibit—America’s 
exhibit at the First World Agriculture 
Fair in New Delhi, India, is fully suc- 
cessful, according to reports received 
from U. S. technical staff officers, farm 
families, 4-H Club members, and _ visi- 
tors attending the show. — Sixty-five 
thousand persons were clocked through 
the U.S. exhibit in a single day. 


TRI-STATE COMMODITY 
MEETINGS 

During February a series of one-day 
commodity programs will be held at 
the University of Maryland. The De- 
partment of Horticulture is conduct- 
ing the one-day meetings in the place 
of the Fieldmen’s School and Annual 
Workshop. Topics to be covered for 
each commodity meeting will vary 
from field to plant problems. Sched- 
uled dates are as follows: Tomatoes 
February 11; Sweet Corn February 18; 
Snap Beans February 25; Apple Prod- 
ucts April 6. The meetings will be 
held in the Students Union Building 
beginning at 9: 30 A.M, 
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STEEL SETTLEMENT—On receiv- 
ing first news that a settlement had 
been reached, it is extremely doubtful 
that a single canner, or anyone asso- 
ciated with the industry, found it pos- 
sible to stifle a huge sigh of relief. A 
study of the details and the unpleasant 
inference of the settlement, however, 
confused though they may be at this 
writing, leaves ample room for more 
sober reflection. A great many, though 
by no means all, conservative thinking 
businessmen, are horrified at the 
thought of what would happen to the 
economy if the Democrats were to re- 
gain control of the White House. The 
thought naturally occurs then, that if 
this is the best the Republicans can 
do, the individual is left with little 
choice in this regard. 


Perhaps the most fearful aspect of 
the settlement rests in the fact that it 
takes the pressure off Congress to wrest 
the “dagger” from the hands of the 
big union bosses. In an election year 
this is most unfortunate. Nineteen- 
sixty then, becomes the year of deci- 
sion for business and for the public in 
general. If politically minded Senators 
and Representatives, regardless of par- 
ty, are permitted by their constituents 
to ignore this much needed reform, 
then “we, the people,” will have no one 
to blame but ourselves. This great in- 
dustry of ours, individually and col- 
lectively, might well take the lead in 
a campaign to impress Congressmen 
with the urgency of the situation, elec- 
tion, settlement or no settlement. 


CONDENSED ISSUE—This is the 
first of the condensed issues that will 
be provided every other week from this 
date, as explained in the editorial col- 
umn last week. These issues will em- 
phasize current news and market in- 
formation, features that are so neces- 
sary on a weekly basis. It should be em- 
phasized that the condensed format of 
these issues should not be taken as an 
indication that “THE CANNING 
TRADE” Market News Service will be 
lessened. On the contrary, plans are in 
the making that will strengthen and 
enlarge this service. Feature articles 
and other column features, not neces- 
sary on a weekly basis, will appear in 
the alternate display issues. 
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NEW YORK MARKET 


General Undertone Steady — Good Con- 

vention Business Foreseen — Vegetables 

Tending Higher — Fruits Steady — Fish 

Strong Down the Line as Lent Ap- 
proaches. 


By “New York Stater” 
NEW YORK, January 8, 1960 


THE SITUATION. —A_ moderate 
pick-up in inquiry for canned foods 
staples is reported in some quarters of 
the trade, but most of the business is 
for small lots for immediate delivery 
to fill-out depleted inventories. ‘There 
is no tendency to take hold of the mar- 
ket in a substantial way as yet, but 
some traders feel that fair blocks may 
change hands during the progress of 
the Miami Beach meetings. General 
market undertone is one of steadiness. 


THE OUTLOOK.---The market has 
gone into the opening quarter of 1960 
with a fairly favorable statistical posi- 
tion prevailing, insofar as canners are 
concerned, and aside from a few soft 
spots, it looks like a higher market in 
many directions. Hence, distributors 
are expected to protect at least mini- 
mum requirements for the current 
quarter, with quite possibly a_ little 
buying beyond immediate needs in in- 
stances where supply shortages are in 
view. 


TOMATOES.—The situation in the 
tri-states is without substantial change 
as the market goes into 1960, but the 
basic undertone is continuing to firm 
up. Midwestern market is also steady 
to strong, with the California market 
also apparently heading into higher 
ground. Improving demand for stand- 
ard 303s for prompt shipment was re- 
ported locally with tri-state offerings 
held at $1.2714-$1.30, with 214s quoted 
at $2.05-$2.10 and 10s at $7.25. 


PEAS.—Interest in standards and ex- 
tra standards is reported on the rise, 
and the market is showing a steadier 
tone with the turn of the year. Traders 
are looking for a firmer price basis as 
weaker holdings are cleared. Fancy 
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grades continue quiet, with some re- 
placement buying looked for shortly, 
particularly from private label mar- 
keters. 


CORN.—Selling pressure on stand- 
ard corn has eased off considerably, 
and canners look for a strengthening 
price basis. Extra standards are also 
showing a firmer tone, and fancy is 
likewise strong. Replacement buying 
continues quiet at the moment, how- 
ever. 


SPINACH .—Tri-state canners are of- 
fering fancy spinach for prompt ship- 
ment on the basis fo $1.40 for 303s, 
$2.00 for 214s and $6.50 for 10s, with a 
fair amount of buying interest report- 
ed. 


OTHER VEGETABLES. — Contin- 
ued fair inquiry is reported in pump- 
kin, with fancy 214s in the east com- 
manding $1.65, with 10s at $5.90-$6.00 

. Canners are showing firm price 
views on lima beans, with fancy tiny 
all-green in the tri-states available at 
$2.40-$2.50 for 303s, with 10s ranging 
$13.50-$14.00. Extra standard mixed 
green and white 303s are reported held 
at $1.35-$1.40, all f.0.b. canneries. 


CITRUS.—Fair inquiry is reported 


in canned single strength citrus juices, _ 


with the market undertone continuing 
to stiffen, particularly on natural juices. 
Prices hold unchanged this week. 


PEACHES. — Aside standard 
21%s sliced peaches. which have been 
selling down to $2.25 on the coast, the 
market for peaches has continued well 
held. Canners quote choice halves at 
$1.65 on 303s, with 214s at $2.50 and 
10s at $9.00, while standard halves are 
generally held at $1.50 for 303s, $2.25 
for 214s, and $8.75 on 10s, all f.o.b. 
cannery or common shipping point. 


JUICE DEAL.—A major canner 
marketing under a_nationally-adver- 
tised brand this week announced a 
temporary deal involving a merchan- 
dising allowance of 15¢ per case on all 
sizes of its top brand of pineapple- 
grapefruit juice in this market. 


RSP CHERRIES.—Some canners in 
the midwest have advanced water pack 
303s red sour pitted cherries to $1.85 
for 303s, with 10s upped to $10.75, 
f.o.b. Competing frozen cherries have 
been strengthening in recent weeks. 


SALMON.—With the Lenten season 
getting under way March 2, canned 
foods buyers are looking for addition- 
al salmon supplies, and fairly brisk 
trading is looked for until the limited 
unsold stocks in canners’ hands are 
cleared. Current listings find Alaska 
red talls held at $36 per case, with 
halves at $23, with Alaska Chinook 
talls at $31. Puget Sound sockeye of- 
ferings are limited to halves, at $24, 
and quarters at $14. Alaska medium 
reds list at $31 per case for talls, $19 
for halves, with pinks at $24 and 
$13.50, respectively, and chums at $22 
and $12.50. Ocean-caught coho talls 
are reported available at $32, with 
halves at $19 and quarters at $11.50, 
all f.0.b. Seattle basis. 


‘TUNA.—Chains and wholesalers are 
also checking the tuna situation in an- 
ticipation of a broadened demand for 
the Lenten season. Packers in the 
Northwest are offering white albacore 
halves at $14.50 per case, with chunk 
at $10 and grated at $6.75. Yellow fin 
chunk halves are quoted at $9.25. 


SARDINES. — Maine canners are 
showing steady price views, and ex- 
pect an early pick-up in trade replace- 
ment buying as the Lenten season 
nears. Carryover holdings are firmly 
held, with no selling pressure report- 
ed. The market in California also re- 
ported without change, although quiet. 


PROCESSED POULTRY 


Poultry used in canning and other 
processed foods during November 
totaled 28,196,000 Ibs. ready-to-cook 
weirht, up 25° from November, 1958. 
Poultry used consisted of 19,234,000 Ibs. 
of chickens, 8,949,000 of turkeys and 
13,000 of other poultry. 
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CHICAGO MARKET 


The Rose Bow! Game Has Got ‘Em Down 

— Prices Generally Looking Up — Inde- 

pendents Hold As Advertised Brands Cut 
— Citrus Moving in Volume. 


By “Midwest” 


CHICAGO, January 7, 1960 


THE SITUATION.—The final week 
of 1959 produced little in the way of 
business except a lot of conversation 
about possibilities. The first few days 
of 196v have not been much different 
as the average buyer is still stunned 
from the horrible results of the Rose 
Bowl game when looked at from a 
Midwestern point of view. However, 
such things all pass in time and ac- 
tivity should perk up considerably 
without too much delay. Buying has 
been at a minimum here for the past 
few weeks and even though the move- 
ment of canned foods, with the excep- 
tion of holiday items, has been slow, 
replacement buying will soon become a 
must. The weather here is cold, the 
steel strike is settled and Christmas 
shopping is now a thing of the past, all 
of which indicates Mrs. Consumer 
should start thinking again about the 
obvious advantages of good eating. 

Markets for the most part continue 
strong although the water has been 
muddied up again by the canners of 
advertised brands. The action of one 
cutting prices on a series of items and 
met in part at least by others has the 
trade thinking a bit about what ef- 
fect all this might have on the overall 
market. So far, the independents have 
been sitting tight although there is no 
assurance they will continue to do so. 
Actually, in many cases the previous 
spread in price between the adver- 
tised brands and the corresponding 
items as quoted by the independents 
was greater than usual. As a result, 
the distributor’s emphasis was direct- 
ed to his own private label and _ this 
may be the cause of the current price 
cutting. In any event, the situation is 
one that has caused a lot of conjec- 
ture and only time will bring the ulti- 
mate results. 


PEAS.—It wouldn’t take much to 
convince the average buyer that the 
pea market could move to higher lev- 
els without too much push. The move- 
ment in total is up from last year at 
this time and unsold stocks are down 
which always makes for a stronger mar- 
ket. Locally, the items which are usu- 
ally footballed, 303 tins of standard 
sweets and standard four sieve Alaskas, 
are now at a bottom of $1.10 which 


makes it uninteresting at least to sell 
for 10¢. Extra standards are held at 
$1.15 to $1.20 and fancy three sieve are 
listed at $1.35. Tens are even in bet- 
ter shape as all canners report an ex- 
cellent movement to date. ‘The indus- 
try may just get prices back to where 
everyone could again make a profit. 


CORN.—Despite the lower prices 
now quoted by the advertised brands, 
there is little likelihood of the inde- 
pendents following suit. The current 
stock position of corn is such that any 
such action would really look foolish. 
Unsold stocks of 303 cream style are 
no more than ample and whole kernel 
in the same size appears to be coming 
up short. Tens of both varieties are 
obviously short and the pinch here will 
come early this summer. No matter 
who sells what, prices should continue 
firm and once these special deals have 
run their course, the market could 
move up sharply. 


BEANS.—Bean canners have an en- 
tirely different outlook on life than 
they did early in the season when it 
looked like they may have problems 
moving the pack. Prices have climbed 
steadily since then and current unsold 
stocks may prove insufficient to last 
until new pack. Southern canners are 
holding standard cuts at no less than 
$1.10 as many areas in the South will 
have to look to Midwestern canners 
for supplies. Fancy three sieve cut 
green are now at $1.35 to $1.40 with 
tens at $8.50 to $8.75. Blue Lake can- 
ners are likewise in an excellent posi- 
tion and many of them are accepting 
new business on only the less popular 
items. 


TOMATOES. — Local canners are 
holding firmly at present lists of $1.30 
on 303 standards and $7.50 for tens. 
Extra standards are quoted at a bottom 
of $1.35 and in most cases $1.40 while 
tens are at $8.25 to $8.50. Fancy whole 
continue very tight and those canners 
with anything to sell are having no 
trouble getting $2.10 and $9.75. 


TOMATO PRODUCTS — Chicago 
buyers have not hesitated to get under 
cover on #10 paste, puree, catsup and 
chili sauce in view of higher prices due 
early this month and which the trade 
feel will stick. Shipments from Cali- 
fornia to Chicago will be heavy during 
the month of January. Local catsup 
canners are also on firm ground and 
prices are strong at $1.70 for 14 oz. 
fancy and $1.50 for extra standard with 
the latter grade showing signs of com- 
ing up short. Tomato juice is a horse 
of a different color as local factors 


haven't been able to hold the market 
steady at the $2.45 price they would 
like. Fancy juice has been sold here as 
low as $2.25 creating a sloppy market 
which won't change until the weak 
sisters are sold up. 


CIT RUS—Volume shipments of fan- 
cy natural citrus juice are now rolling 
into Chicago and they are coming none 
too soon. In fact, they are coming too 
late in many cases as a number of 
distributors here are out of stock. 
Prices are beginning to vary somewhat 
again with a considerable spread be- 
tween sugar added and unsweetened 
all across the board. Natural juice in 
the 46 oz. size is offered here at $2.55 
to $2.65 for grapefruit juice, $2.90 to 
$3.00 for blended and $3.15 to $3.25 
for orange. 


WEST COAST FRUITS—The spe- 
cial deals announced recently by the 
advertised brands cut across the price 
lists on a number of fruit items but 
Cling peaches was not one of them 
indicating the closely sold position in 
the industry. Independent canners con- 
tinue to quote choice grade at $2.45 
for 214s and $9.50 for tens with stand- 
ards at $2.30 and $8.90. The price for 
advertised brands of pears were sharp- 
ly reduced but that action hasn't af- 
fected prices as quoted by the indepen- 
dents to date. The spread was larger 
than usual in the first place with the 
differential now more in line with 
what is considered normal. Indepen- 
dents continue to quote 214s at $3.15, 
303s at $2.05 and tens at $11.25 basis 
choice grade. Cocktail appears in excel- 
lent position with prices unchanged. 
Distributors here moved large quanti- 
ties during the holidays with most of 
them now back in the market for nor- 
mal replacements. Shipments are com- 
ing in here on the basis of $3.15 for 
choice 214s and $11.35 for tens. Free- 
stone peaches also were reduced on the 
special deals and this market was weak 
before the reductions. Now prices here 
are reported. as low as $2.75 for fancy 
214s and $1.80 for 303s which isn’t go- 
ing to create any smiling faces among 
peach canners. 


> 

Chicago Food Brokers Association 
has elected the following officers: Kevin 
O'Shaughnessy, Roll Swanson & O’- 
Shaughnessy, President; James C. Daw- 
son, Dawson Sales Company, Vice 
President; Brad Sturgeon, Armstrong 
& Sturgeon, Secretary and ‘Treasurer. 
The newly elected Board of Directors 
are: Ray Merkel, J. J. Finnegan & 
Company; Alex Meyer, Service Brokers, 
Inc.; and Don Ross, Harley Jones & 
Company. 
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PROSPECTS BRIGHT FOR 
MODERN WHOLESALER 


Suppliers are even more optimistic 
about our prospects in 1960 than we 
are ourselves,” says Julian P. Ragland, 
of the C. B. Ragland Co., in Nashville, 
‘Tenn., President of the National- 
American Wholesale Grocers’ Associ- 
ation, in announcing results of the or- 
ganization’s Fourth Annual Year-End 
Survey. 

“Manufacturers give us a 16.1% in- 
crease figure in averaging their fore- 
cast,” he continued. “Distributors came 
up with an expectation of 11.95%. 
Their estimate is a further improve- 
ment over the unprecedented sales in- 
crease of 10.98% across the board re- 


ported for 1959 over 1958 by the first - 


one hundred firms 
NAWGA'’s inquiry.” 

Wholesale companies with sales over 
20 million dollars (representing 29%, 
of the sample) expect increases in an 
average of 12.7% in 1960. These firms 
actually advanced by 12.1% during 
1959. Operations with sales between 
10 to 20 million dollars (representing 
12°, of the sample) expect 8.7% in- 
crease, as against 7.1% growth during 
the past year. Corresponding figures 
stand at 13% expectation for 1960, 
against 10.79% actual 1959 gain for 
companies in the 5 to 10 million 
bracket (27% of the sample), and 
11.1% versus 10.76% for the group 
under 5 million sales (33° of the sam- 
ple). 

On the manufacturer’s side, great op- 
timism is indicated on the part of 
equipment people. They expect 22.3%, 
increase in sales over 1959. Non-food 
suppliers give 21.2%, as their guess. 
Grocery manufacturers match precisely 
the predictions of distributors them- 
selves. Their hopes for 1960 stand at 
a 11.7%, increase. ‘This compares with 
the figure of 11.9% which low-cost, 
customer-directed, modern wholesalers 
arrived at for themselves. 

Rudolph L. ‘Treuenfels, NAWGA’s 


responding to 


Executive Vice President, projected 
these findings against authoritative 
forecasts of a 5% increase of total food 
store sales for 1960, one percent higher 
than actual advances chalked up dur- 
ing 1959. 

The better results and higher an- 
ticipation registered for his group, Mr. 
Treuenfels attributed to its consistent- 
ly “above average” performance during 
the 1950's. 

Mr. Ragland added this further com- 
ment: “Two-thirds of the wholesale 
firms participating in this survey can 
be regarded as supermarket suppliers. 
They enter the New Year with enor- 
mous confidence because of their rec- 
ord of past achievement. Their trust 
is shared by all their suppliers. Pre- 
dictions from grocery manufacturers 
are in no instance below those of the 
operators themselves.” 

“For twelve years NAWGA’s Con- 
ventions have been connected with 
Mass Marketing Exhibitions,” Mr. Rag- 
land concluded. “For our March 1960 
dates | 13-16, Palmer House, Chicago] 
every square inch of space has been 
sold out for some time. ‘That has never 
happened to us so early in the game. 
In the light of this year-end survey's 
outcome, NAWGA’s 1960 Convention 
Theme appears exceptionally well cho- 
sen. The watchword is EXPANDING 
FRONTIERS.” 


Eastern Foods Marketing Association 
has been formed at Cambridge, Mary- 
land, headed by James E. Glover as 
president, to furnish a modern selling 
service to the many food processors in 
the Mid-Atlantic area at standard rates. 
Recognizing the increasing procure- 
ment problems of the wholesale and re- 
tail food trade, it is felt that by com- 
bining the products of many small 
processors into available inventories 
of properly graded and selected prod- 
ucts, a more reliable and improved 
source of supply will be available to 
buyers. 


SCHOOL LUNCH PROGRAM 
PROVIDES GROWING MARKET 


The School Lunch Program, current- 
ly benefiting more than 12 million 
youngsters, is an increasingly import- 
ant market for farm food products, 
USDA reports. In the fiscal year ending 
last June 30, local food buying by 
61,000 public and nonprofit private 
schools in the program amounted to an 
estimated $510 million, compared with 
$470 million a year earlier. Further in- 
crease of from 5 to 10 percent in local 
market buying is anticipated in the 
current school year. In _ addition, 
USDA’s Agricultural Marketing Serv- 
ice purchases and distributes to schools, 
selected nutritious foods that can be 
bought and handled in volume. In the 
past school year, nearly $43 million 
was spent for such foods. For this school 
year, $58 million was authorized for 
this purpose and purchases have been 
nearly completed. Foods bought and 
distributed to school lunch programs 
under this authorization have included 
such items as frozen turkeys, frozen 
ground beef, frozen ground pork, 
canned pork and gravy, and large 
quantities of canned fruits and vege- 
tables. 


1959 CHILI SAUCE PACK 


Compiled by NCA Division of Statistics 


1958 1959 
12/12Z Glass.. 1,504,189 2,256,576 
311,356 295,688 
Mise. Tin & Glass.... 283,120 273,976 
Basis 12/12 o2z......... 3,175,065 3,848,378 


1959 TOMATO CATSUP PACK 


Compiled by NCA Division of Statisties 


1958 1959 
24/12Z Gilass............ 1,656,843 1,884,727 
24/14Z Glass............ 18,629,565 16,369,308 
12/18,20 & 24Z Glass 4,600,909 4,446,900 
3,426,383 2,962,211 
Mise. Tin & Glass.... 50,605 110,817 


Basis 24/14 02......... 30,254,556 27,242,685 ~ 


e 
Plentiful Foods List for February in- 
cludes the following items: Cranberry 


Products, Peanuts and Peanut Butter, 


Cabbage, Carrots, Grapefruit, Raisins, 
Sweet Potatoes, Onions, Lard, Broiler- 
fryers, and Eggs. 


Whatever your needs state them 
in the CLASSIFIED ADVERTISING 
pages of THE CANNING TRADE 


QUICK RESULTS @ SMALL COST 


Make It a 


ONE- 
MAN 
JOB 


Automatically unload and unscramble all size cans, 202-404 inclusive, with 
this one-man-operated combination. 
virtue. For complete information write or phone 190. 


Ask about the NEW—Shuttleworth CASE-PACKER, too. 
Designed by Canners for Canners. 


SHUTTLEWORTH MACHINERY CORP., 
Warren, Indiana 


Gentle handling of bright cans is its 
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, Fey., All Gr., No. 300 
3.40-3.50 


Tri- St. Fey., All Gr., No. 300 


Mid-W., Fey., All Gr., Cuts & Tips 


2.15 


BEANS, Stringless, Green 
Fey., Fr. Style, 8 0Z........- 1.00 


8.30-8.50 
Fey., Cut, Gr., No. 303 . .1.35-1.40 


Gr., Wh. Fey., No. 


10 
Ex. Std. BOR; 1.20-1.30 
sta. “Cut, 1.10 
Wax, Fcy., Cut, 3 sv., 


Ex. Std., No. 1.35 
10 : 


Wh. Gr., No. 303....... 


Fey., Cut, Gr., No. 303. .1.35- 


Fey., Vert. 3 sv., No. 303. 
03 
Fey., Cut, 3 sv., No. 303. 
10 


rer, Tiny Gr., No. 303. .2.40-2.50 
3. 
No. 1 


Medium, No. 303 


“Tiny Gr., No. 303. 


No. 303 


Ex. Std., Gr. & W., No. 303 . 
N 1 


East, Fey., Diced, No. 303. 
303 


Midwest, Fey., SL, 


Mid- “ives, Fancy, Diced, 
303 > 


CORN 
East 
W.K. & C.S. Golden 
1.40-1.65 
Shoepeg, Fcey., No. 303....... 1.75 
9.00-10.00 
Ex. Sta., No. 1.60 
Midwest 
W.K., C.S., Gold., Fey., 
8.00-8.25 
No. 6.50-6.75 
Co. Gent., W.K. & C.S. 
No. 0 ek van 8.00-8.25 
PEAS 
East Alaskas 
1 sv., No. 2. “2.60 60 
Ex. Std., 2 sv., No. 303. .1.40-1. ‘50 
8.00 
-6.75-7.50 
Std., 3 sv., No. 303 seaees 1.25 
4 No. 303 1.15 


East 
Fey., Pod Run, No. 303. .1.35-1.40 


7.00-7.25 
Std., No. 1.10 
Midwest Alaskas 
Fey., 1 sv., 8 oz . .1.60-1.70 
2.55-2.60 
13.25-13.75 
11.50-12.00 
1.35-1.45 
Ex. Std., 3 sv., 8 oz -85-.90 
-75-.77% 
Mid-West Sweets 
Fcy., 3 sv. No. 303 .....1.35-1.50 
.8.00-8.25 
Fey., 4 sv., No. 303. oul 25-1.35 
7.50-7.75 
Ungraded, No. 303 ......1.25-1.35 
7.50-7.75 
Ex. Std., 3 sv., ; No. 303 .1.30-1.37% 
Ungraded, No. 303 ......1.15-1.20 
Std., Ung., No. 303... .1.10-1.12% 
PUMPKIN 
Midwest, Fey., No. 2%. .1.55-1.60 
5.50 
East, Fey., No. 1.65 
No. 10 .. 5.90-6.00 
SAU ERKRAUT. 
Midwest, Fcy., No. 303 ...... 1.30 
SPINACH 
Tri-State, Fey., No. 303. .1.40-1.45 
2.00-2.10 
6.50-7.00 


CANNED FOOD PRICES 


Ozark, Fcy., No. 303 ..... 
1.85 
5.75 

Calif., Fey., No. 303 ....1.15-1.30 
1.67 %-1.87% 
4.90-5.25 

SWEET POTATOES 

Tri-States, syr., No. 303..... 1.35 
No .2.05-2.10 
2.40-2.50 
9.50-10.50 

TOMATOES 

Tri-States 

x. Btd., No. 1.45-1.55 
No. 2% 2.35-2.50 
7.75-8.25 

00 
1.27%-1.30 

7.25 

2.10 

No. 30: 1.35-1.50 
2.35-2.50 
No. 10 8.25-8.50 

1.30 

Calif., 8.P., No. 303... .1.75 
9.50 

7.00 

Ozarks, BO. 1.35 

2 

seman, Std., No. 303 ....1.20-1.25 

TOMATO CATSUP 

10.00 

Mid-West, Fey., 14 oz. 1.70 

East, Fey., ‘4 0z....1.77%-1. 


TOMATO PASTE (Per Case) 


Calif., Fey., 96/6 ........6.%5 
No. 10 (per doz.) 26% .10.75-11.00 
No. 10 (per doz.) 30% ..... 12.50 
Mid West 
No. 10 (per doz.) 26% ..... 10.75 
TOMATO PUREE 
1.06, No. 303 ...1.50 
00 
Mid- “ivest, 1.045, 
No. 10 6.5 
East, Fey., 1.045, No. 1..... a 
FRUITS 
APPLE SAUCE 
mat, No. 1.30 
Calif. (gravensteins) 
1.60 
Choice, No. 303 ........ 1.25-1.30 
APPLES (East) 
APRICOTS 
Halves, Fcy., No. 2% ....... 4.15 
No. Ack 10.90 
Fey., Wh. Peeled, No. 2%... .4.15 
BLUEBERRIES 
CHERRIES 
R.S.P., Water, No. 303. .1.75-1.85 
10.75-11.00 
R.A., Fey., No. 2%.....5.85-6.00 
19.45 
COCKTAIL 
3.35 
12.00-12.25 
Choice, Me. BOB 2.07% 
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GRAPEFRUIT SECTIONS 
Fla., Fey., No. 303....1. 
Fey., Citrus Salad, 


, Cling Fey., No. 303...1. 


295-235 
10 8. 90 


PINEAPPLE—Per case 
(Toll & Wfge. extra) 


PLUMS, PURPLE 
N.W., Fey., No. 303 .. 
No. 


Midwest, 1 qt. gl. 


CITRUS BLENDED 
1.30 


Hawalian, Fey., 24/2 ........ 2.70 
2.80 


SALMON—Per Case 48 


“S—Per Case 


8. 


4% Oil Key Carton 


SHRIMP-Dev. 4% oz. per doz. 
6.00 


TUNA—Per Case 
— White Meat, 


ASPARAGUS 
Med.-Small ...........3.20-3.25 
Gr. Tip & Wh. Colossal. .....3.00 No. 
Colossal 03.00 No. 10 
No. 
No. 
noice, No. 30 05 
Ex. St., Cut Gr., 
oe St., Cut, No. 303 ......1.15-1.17% 
ee Wax, Fey., Wh., 3 sv., No. 303—— Hawaiian, Fey., Sl., 24/2....6.95 
Cut, 3 sv., No. 303 ......1.57% 
St., Cut, No. 303 Choice, 24/2 ............5.60 
Zee Std., Half Slices, 24/2 .......5.10 
60° 
30 
50 
Lear Choice, No. 303 .............1.50 4 | 
Ves 4 sv., No. 303 ........1.30-1.35 JUICES 
APPLE 
 ......2.00-2.15 , 
46 oz. tin 60-2.75 
GRAPEFRUIT 
Ex. Std., No. 303.......1.25-1.30 
Std., No. 303 ..........1.10-1.25 
1.77% 
+ 9.50 TOMATO ° 
East, Fey., No. 2 ......1,15-1.20 
Ex. 8t., 5 sv., No. 303.......1.45 
Mid-West, Fcy., No. 2 .......1.20 
Calif., Fey., No. 2......:....1.15 
FISH 
Cans 
Alaska, Red, No. 1T . .36.00-37.00 
NO. 21.00 Med., Red, No. 1T ........ 83.00 
Pink, Tall, No. 1 .....24.00-25.00 
oS 3.75-14.00 Chum, Tall, No. 1 .........22.00 
Small, No. 303 .......2.00-2.10 1250 
-11.00 Ovals, 48/1’s 
1.45 No. 1 T., Nat! 
-9.50 Maine, 4% Oil Keyless ..8.50-9.00 
« 
Medium 
CARROTS 
East, Fey., Diced, No. 303...1.15 
6 1960 


